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ABSTRAK 

Penelitian ini mengkaji fenomena hype culture dalam praktik marketing dan 
branding brand lokal Indonesia melalui studi terhadap akun Instagram 
@sepatucompass. Sepatu Compass dipilih sebagai objek karena keberhasilannya 
membangun citra eksklusif, keterlibatan komunitas, dan loyalitas konsumen 
melalui strategi komunikasi digital yang kuat. Tujuan dari penelitian ini adalah 
menganalisis bagaimana elemen-elemen hype culture, seperti kelangkaan produk 
(scarcity), perilisan terbatas, narasi lokal, dan kolaborasi kreatif, dikonstruksi 
melalui konten digital untuk membentuk persepsi nilai merek. Pendekatan yang 
digunakan adalah kualitatif deskriptif dengan metode analisis isi terhadap 92 
unggahan feed, 29 reels, dan 11 highlight aktif selama periode April 2024 hingga 
Maret 2025. Hasil penelitian menunjukkan bahwa Compass secara konsisten 
menggunakan narasi visual, kolaborasi strategis, serta konten komunitas dan 
edukatif untuk menciptakan simbolisme produk dan meningkatkan partisipasi 
emosional pengikutnya. Instagram terbukti menjadi media yang efektif dalam 
membangun hype, identitas kolektif, serta ekosistem digital yang memperkuat 
hubungan antara brand dan komunitas. Penelitian ini memberikan kontribusi bagi 
kajian komunikasi digital, strategi branding berbasis nilai lokal, serta pemahaman 
tentang budaya konsumsi generasi muda di era media sosial. 
 
Kata Kunci: hype culture, branding digital, Sepatu Compass, Instagram, 
komunitas digital, analisis isi 
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ABSTRACT 

This study explores the phenomenon of hype culture in the marketing and branding 
practices of local Indonesian brands through a case study of the Instagram account 
@sepatucompass. Sepatu Compass was selected as the research object due to its 
success in building an exclusive brand image, strong community engagement, and 
consumer loyalty through effective digital communication strategies. The study 
aims to analyze how elements of hype culture such as product scarcity, limited 
releases, local narratives, and creative collaborations are constructed through 
digital content to shape brand perception. This research employs a descriptive 
qualitative approach using content analysis of 92 feed posts, 29 reels, and 11 active 
highlights published between April 2024 and March 2025. The findings show that 
Compass consistently utilizes visual narratives, strategic collaborations, and 
educational and community-based content to create symbolic value and foster 
emotional engagement with its audience. Instagram proves to be an effective 
medium for building hype, cultivating collective identity, and strengthening the 
digital ecosystem between the brand and its community. This study contributes to 
digital communication studies, local brand strategy development, and 
understanding consumer culture among youth in the social media era. 
 
Keywords: hype culture, digital branding, Sepatu Compass, Instagram, digital 
community, content analysis 
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